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Abstract:  
Internationalization theories suggest that enterprises from emerging and frontier markets will adopt 
different entry modes than those in advanced economies. There are very few studies to date, however, 
examining the process of how multi-national enterprises (MNEs) from frontier markets internationalize or 
evaluating which factors influence their mode of entry into global markets. This research investigates the 
internationalization strategies of Lusophone Africa MNEs from Angola and Mozambique, more 
specifically their entry mode, to expand the framework for entry mode strategies to include the 
motivations and issues of MNEs from emerging and frontier economies.  
Surveys, as well as in-depth, in-country, qualitative interviews reveal that these frontier and emerging 
market MNEs opted for equity-based investment strategies as their preferred mode of entry. A significant 
group second group opted for e-commerce/e-business strategies, and direct and indirect exports. Finally, a 
smaller portion of the interviewees chose Greenfield investment as a mode of entry. Many of these MNEs 
could be classified as born global/INV. 
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Expanding a business abroad can often represent a great opportunity for enterprises to reach new 
customers in a much larger range. The decision to internationalize can be dynamic, and it is not 
susceptible to a one size fits all method. The global market for foreign direct investment (FDI), has 
undergone significant changes in recent years, influenced by the increasingly important role played by 
emerging economies multinational enterprises (EMNEs) (Sauvant et al, 2009).  
Internationalization theories suggest that enterprises from emerging and frontier markets will 
adopt different entry modes than those in advanced economies. The increase in outward FDI (OFDI) from 
emerging economies is not new. Hymer’s (1976) groundbreaking internationalization study, for example, 
initiated an extensive body of research examining advanced economies. Soon after, scholars took note as 
FDI from emerging economies sharply increased across the past three decades (Lall, 1983; Kumar, 1995; 
Page 1998; Aykut and Ratha, 2003, and UNCTAD, 1994, 2004, 2006, 2009, 2010, 2015).  
While most FDI has been from Asian enterprises establishing a presence in other Asian 
economies, there had also been investment in advanced economies such as the European Union (EU) and 
the United States. Total investment by emerging countries began to steadily rise from about one percent 
of total foreign investment flows in the late 1970s to six percent by 1990, peaking just before the Asian 
crisis (Page and Willem de Velde, 2004). The rise in FDI outflows from Africa had a different tone, as it 
coincided with the reduction in the large part between emerging and advanced economies growth found in 
the 1970s and with a decrease, in some cases a reversal, of relative protection in advanced and emerging 
countries, caused by a stimulation of protectionism in the advanced economies and at the same time of 
liberalization in the emerging ones (Page and Willem de Velde, 2004). It also coincided with some 
reduction in the growth of FDI outflows to emerging countries, suggesting that the same influences were 
affecting flows in both directions. 
Over the past few decades, investment by EMNEs, frontier, and transition economies continues to 
grow. By 2014, EMNEs alone invested $468 billion abroad, a record-level 23 percent increase from the 
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previous years. The share of EMNEs in global FDI has grown considerably in 2015, reaching a record 35 
percent; nine of the 20 largest investor countries were from emerging or transition economies (UNCTAD, 
2015). These EMNEs continued to invest and acquire foreign affiliates in the advanced economies, 
expanding foreign operations through Greenfield investments as well as cross-border merging and 
acquisitions. More than half of FDI outflows by EMNEs have been in equity, in contrast to advanced 
economies’ MNEs, which continues to rely on reinvested earnings. As internationalization levels continue 
to increase, lower trade barriers and higher international integration have shaped institutional and 
economic growth strategies of MNEs around the world.  
On the African continent, OFDI flows still comprise only 3 percent of total emerging economies’ 
foreign investments. But a noted increase in the internationalization of enterprises within the region has 
been taking place, particularly with respect to Africa-to-Africa internationalization, emerging-to-
emerging internationalization, and emerging-to-frontier African internationalization. South Africa, for 
example, the third largest economy in Africa (IMF, 2016), currently has several MNCs operating across 
the African continent. Companies like mobile operator MTN, the brewer SABMiller, Standard Bank, 
Massmart, and Shoprite now have a presence in at least a dozen other emerging and frontier African 
countries. Nigeria, the largest economy in Africa, hosts MNEs such as UBA, Dangote, Glo, GTBank, and 
FirstBank, each already establishing a significant footprint in the sub-Sahara region (Ibeh, Wilson, and 
Chizema, 2012). Ecobank, from Togo, which is considered a frontier economy in Africa, is only one of a 
group of Pan-African banks (PABs) expanding throughout Africa, with operations in 33 countries, most 
of them frontier economies. The Bank of Africa, based in Mali, another frontier economy, has operations 
in 14 African countries, while Kenya’s Equity Bank and KCB has operations in more than four countries 
in the African continent (Goncalves, 2015).  
African MNEs, however, are not only internationalizing within the continent, as several are also 
expanding their footprint outside of it. By 2012, Africans MNEs from Mauritius, South Africa, Seychelles 
and Nigeria invested a cumulative $14.2 billion in China alone, a 43 percent increase from the $9.9 billion 
invested by 2009 (Peng, 2006; Alves, 2013; Randall, Yeung, and Zhao, 2008). These are only a few 
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examples of how the establishment of a presence in foreign markets can be an important growth and 
competitive strategy for enterprises, not only from advanced and emerging economies, but also from 
frontier economies as well. This is especially true in the case of limited home markets, such as those 
found in emerging, and particularly in Africa’s frontier economies, where the lack of domestic demand, 
due to markets being too small or the industry to narrow, or due to the maturity of the company’s actions 
or even from the competitors (Andersson, 2004, 2006; Ramamurti and Singh, 2009). 
The internationalization path of MNEs from advanced economies is well researched, with 
theories such as Dunning’s OLI paradigm and the Uppsala school, and to some extent, the same can be 
said about emerging economies, where several researchers (Ramamurti 2008; Peng 2008; Eden and Dai 
2008) have theorized or explained the various entry modes adopted by MNEs from emerging economies 
in the process of internationalization. There are very few studies to date, however, examining the process 
of how multi-national enterprises (MNEs) from frontier markets internationalize or evaluating which 
factors influence their mode of entry into global markets. Little is known, however, about the mode of 
entry and strategies employed by frontier economies, even less so than it is known about transition 
economies. In the case of Lusophone Africa MNEs, information is very scarce, and questions have been 
raised about the applicability of extant theories to explain and understand their rationale and modes of 
entry. 
For instance, Dunning’s (1981) OLI investment development path predicts that FDI by countries 
at a higher stage of development, such as those of advanced economies, in those at a lower stage, such as 
those of emerging and even more so frontier economies, has the purpose of gaining access to natural 
resources or benefitting from low production costs. Consequently, vertical FDI, as the relocation of cost-
sensitive or resource-intensive parts of the value creation process, are expected to prevail over horizontal 
FDI (Mesquita and Lazzarini, 2008), or the relocation of the whole value creation process with the aim to 
serve the local market (Carr et al, 2004; Carpano et al 2003). According to the United Nations Conference 
for Trade and Development (UNCTAD, 2015), the majority of MNEs are from advanced economies, 
which is in line with Dunning’s theory (1980, 1981).  
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Emerging and frontier economies’ MNEs deviate from the pattern foretold by Dunning’s (2000) 
OLI paradigm because cost advantages seem to still be realized in their domestic market. For instance, 
natural resource seeking was the leading motivation of Chinese investors in African countries during the 
1990s (Asche and Schüller, 2008), whereas gaining access to additional markets for Chinese low-cost 
products became a major investment motive in the 2000s (Brewer, 1993; Bräutigam and Tang, 2011). 
While in the case of China resource-seeking, activities were mainly dominated by large state-owned 
conglomerates, the market-seeking strategy not only has opened the door for private Chinese enterprises 
and SMEs, but also from MNEs from all over the world, increasing the diversity of MNE actors in Africa 
as well as other emerging and frontier economies across the globe. 
Resource seeking may still be an important motive for FDI in resource-rich countries such as 
Nigeria and Angola (oil), Zambia (copper), and Mozambique (iron ore and soon gas), to name a few. But 
production plants for consumer goods, such as home appliances and textiles, as well as investment goods, 
such as machinery and construction materials, have emerged more recently. The implications of these 
investments for local enterprises, the diversification of host economies and their integration in value 
chains of foreign MNEs and investors remain yet unanswered.  
The rise of emerging and frontier markets, financial and economic crises in the United States and 
Europe, the creation of new institutions and the demise of 20th century ones, amongst other trends, point 
towards a more multipolar world, and the accelerated pace of internationalization of MNEs from these 
markets are contributing to this multi-polarized world (O’Sullivan, 2015). Conversely, there is a narrative 
that points to the geopolitical risks of such a development—from regional conflicts, cyber wars and ‘great 
power’ rivalry.  
In this global context, when considering the growth of internationalization of LAMNEs, it is not 
clear which mode of entry these enterprises typically adopt and why. How do they come to the decision to 
internationalize, and how do they overcome domestic challenges, such as the gathering of international 
market information, market selection, obtaining resources (financial, human, political, etc.), development 
5 
 
of internationalization strategies and so forth? How are locations chosen and how is bargaining power 
exercised? Do formal or informal institutions matter?  
This research investigates the internationalization strategies of Lusophone Africa MNEs from 
Angola and Mozambique, more specifically their entry mode, to expand the framework for entry mode 
strategies to include the motivations and issues of MNEs from emerging and frontier economies. 
Internationalization theories would argue that institutional factors determine the attractiveness of a 
location for FDI and the efficiency of different entry modes (Miller, 1988; Meyer and Estrin, 2001). 
MNEs do cope, however, with unreliable institutional environments by entering host markets via mergers 
and acquisitions, and joint ventures, instead of wholly owned subsidiaries (Meyer et al. 2005, 2009; 
Melin, 1992). In broad terms, internationalization is at the core of globalization, which in turn refers to 
the increasing interdependence and integration of economies, markets, nations and cultures. Currents of 
globalization, such as technological advancements, declining trade barriers, and other factors, are also 
driving the global economy to become more and more integrated, in turn enabling SMEs to become 
international in a quicker yet more effective manner. It is, therefore, important to better understand the 
internationalization process of the frontier market SMEs with a focus on their mode of entry and whether 
it can be explained but existing internationalization theories.  
Lusophone African MNEs are rapidly expanding their businesses to international markets and 
using international diversification as an important strategic option to achieve growth, acquire know-how 
and attain many other benefits. Indices of African frontier economies’ development performance have not 
only been historically dismal but have also lagged persistently behind those of emerging economies. In 
2013, GDP per capita for Africa was $3,221, compared to $27,249 for the Americas, $29,570 for Europe, 
$31,533 for Oceania, and $8,622 for Asia (World Bank, 2013).   
The reality is even grimmer for Mozambique and Angola, the two largest frontier economies in 
Lusophone-Africa, due to the ravage of their civil wars. Former UN Secretary-General, Kofi Annan 
remarked in a report to the UN Security Council that “the war, destruction, famine, refugees, starvation, 
instability and chaos” impacted Mozambique in 1987 and Angola in 1999 at an “incalculable cost” 
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(Ayittey, 1999). The wanton destruction they inflicted, with infrastructure being reduced to rubble as 
combatants bombed roads, bridges, and communication equipment, destroying houses and buildings 
along the way, to the uprooting of people, forcing them to flee the general atmosphere of insecurity and 
war, created an environment inimical to development and deterred foreign investments (FDI) inflows 
(Ayittey, 1999; Hitchens, 1994; Soyinka, 1996; World Bank 2013).  
The Case of Angola 
Per the World Economic Forum (WEF, 20131), Angola, with a population of 20.8 million people, 
had a GDP of USD$122 billion by the end of 2013, with a per capita GDP of USD$5,846. The country’s 
economy represents only 0.15 percent of the world’s total GDP in terms of purchase parity power (PPP). 
Nonetheless, its economic has grown substantially since 1994 and through 2008, where it slowed down a 
bit but continued to grow through 2013. Unfortunately, not much reliable and complete economic data is 
available thereafter, except those provided by local economist from the Catholic University of Angola in 
Luanda, Alves da Rocha (2015). 
Since its independence and the end of the civil war Angola’s economy has performed well above 
the SSA average, becoming one of the fastest-growing economies in the world (White, 2012; WEF, 2013; 
Rocha, 2015). Sound macroeconomic policies have helped to ensure an economic growth rate of 4.5 
percent in 2014, although, as mentioned earlier, growth was expected to drop to 4.2 percent by 2016 
(Muzima and Mendy, 2015; Rocha, 2015). Angola is the continent’s second-biggest oil exporter, after 
Nigeria, with a much larger market size than the average SSA markets. The country also performs well in 
the microeconomic environment, by comparison to other SSA nations, but it has had its share of 
economic challenges, especially since 2014, prompted by the steep drop in oil prices around the world. As 
of the end of 2013 the country ranked 140th (out of 144) in the WEF’s Global Competitiveness Index 
(GCI), a drop from 139th place from a year earlier (WEF, 2013). As with its oil-exporting peers, Angola’s 
 
1 WEF has no reliable data for the subsequent years. 
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strengths are in its macroeconomic environment and market size, but much remains to be done across the 
board, the 12 pillars, to build up the country’s competitiveness. Given its favorable fiscal stance, Angola 
has a unique opportunity to invest revenues in competitiveness-enhancing measures.  
In this context, its poor performance across all governance indicators is worrisome. Business 
development faces major challenges, making it very difficult for early stage enterprises to establish 
themselves and grow, and even more so internationalize. Access to financing seem to be extremely 
difficult, the workforce is not adequately educated, infrastructure is very poor or inadequate--one of the 
least developed in the world--and both public and private institutions are characterized by widespread 
corruption, with inefficient government spending casting doubt on the country’s ability to spend resource 
receipts in the most important areas (WEF, 2013). Because of the sharp drop in oil prices across the 
globe, Angola’s economy has also been adjusting to the significant reduction in oil export receipts. The 
economy was not expected to grow in 2016 and should experience only a weak growth in 2017 (Rocha, 
2015; WB, 2015; WEF, 2015).  
Despite macroeconomic challenges, or maybe because of it, Angola has today several noteworthy 
MNEs that have successfully internationalized, including among others Endiama, a national diamond 
company with presence in Israel, Belgium, and Hong Kong; Cuca Beer, a leading brewer, with presence 
in Portugal, Cape Verde, Mozambique, and Guinea-Bissau; Angonabeiro, a leading coffee producer and 
exporter; Banco BAI, providing market analysis and financial services for Angolan MNEs domestically 
and abroad, with established presence in Portugal and other African countries; Gesteflora, a lumber 
company with presence abroad for a few years now, and many others.  
The Case of Mozambique 
According to the World Economic Forum (WEF, 2016), Mozambique, with a population of 28 
million people, a GDP of USD$15.3 billion, a much smaller economy than Angola’s. Its per capita GDP 
of USD$593, represents only 0.03 percent of the world’s total GDP in terms of PPP. Contrasting it with 
Angola, the country’s economic growth has a much lower score in GDP (PPP) per capita than SSA’s 
average for the period 1990-2013.  
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Mozambique, like Angola, experienced significant growth after the end of its civil war, although 
it still faces violent conflicts to some extent, especially in the north regions. Although the country has 
been riven by the war for 15 years, it is poised to become the world's biggest coal exporter within the next 
decade, while the recent discovery of two massive gas fields in its waters has turned the region into an 
energy hotspot (Smith, 2012). Consequently, in 2014 real GDP grew by 7.6 percent and growth was 
expected to remain strong, at 7.5 percent and 8.1 percent in 2015 and 2016, respectively, boosted by the 
construction, transportation and communications sectors.  
Nonetheless, while in better shape than Angola, the country ranks 133rd (out of 144) in the WEF’s 
GCI (WEF, 2015), the same rank from back in 2012 (WEF, 2013). As per WEF’s analysis, the country’s 
CGI sub-scores are lower than SSA’s average (from a higher score of 7), although market size (3.1) and 
goods market efficiency (4.0, much better than Angola) are almost to par with other SSA economies. 
Mozambique’s poor performance across all governance indicators is also worrisome. Business 
development in Mozambique, much as in Angola, faces major challenges. Access to financing is 
extremely difficult; public and private institutions, which are also characterized by widespread corruption, 
are proportionally worse than in Angola; the workforce is not adequately educated; infrastructure is very 
poor, and government bureaucracy is very inefficient (WEF, 2015). 
Mozambique’s very low competitiveness scores impose major challenges for MNE’s 
internationalization, much as in Angola. Major efforts are required across many areas of governance and 
macroeconomics to lift its economy onto a sustainable growth and development path, particularly in view 
of its natural resource potential. The country’s public institutions receive poor scores based on low public 
trust in politicians, significant red tape faced by enterprises in their business dealings, and the perceived 
wastefulness of government spending (WEF, 2015, 2016).  
Mozambique exports, however, have been growing steadily, with some 63 percent of the 
country’s exports coming from four primary industries, namely aluminum, electricity, ores and gas, with 
the remaining third percent of exports coming from a wide range of industries including tobacco, wood, 
sugar, cashews, flour and prawns (Sutton, 2014).  Several Mozambican MNEs dominate exports in five of 
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these industries and have internationalized. Examples include Mozal Aluminum, a major exporter of 
aluminum; OLAM, which accounts for one-third of cashew exports, with presence in Singapore, China, 
and many other countries; Fiberlinks, a telecommunications, network and cybersecurity enterprise with 
presence in Angola, Portugal and the United States; Mozfoods, which accounts for 40 percent of flour 
exports, with presence in UK, South Africa and Europe; and many other MNEs such as Krustamoz and 
Miradouro, which export prawns, and Xinavane and Maragra, which export sugar (Santos and Roffarello, 
2015; Sutton, 2014). 
Despite the macroeconomic and geo-political challenges faced by Angola and Mozambique, their 
impressive growth in cross-border activities within Africa and beyond the African continent provides a 
unique opportunity to explore the mode of entry, patterns, strategies, barriers, and outcomes of frontier 
Lusophone African MNEs (LAMNEs). The purpose of this research is, therefore, to better understand the 
process of internationalization of LAMNEs, more specifically from Angola and Mozambique, and 
elucidate the internationalization dynamics amongst frontier MNEs in Lusophone Africa. Do LAMNEs 
follow a similar path adopted by other emerging and advanced MNEs as they internationalize, or are there 
enterprise specific variables more pertinent to Angolan and Mozambican MNEs?  
Research Design and Methods 
Adopting a qualitative approach method with an exploratory and reflexive nature (Alvesson and 
Sköldberg, 2009), to allow for deeper cross-cultural understanding, (Marschan-Piekkari and Welch 2004; 
Arber, 2006), this research included a series of qualitative online surveys, semi-structured interviews, and 
a descriptive case study method to investigate the central research questions (Yin, 2003). Invitations were 
sent out via email through LinkedIn, Twitter, and corporate email venues to 716 prospect corporate 
officials, senior management and decision-makers at Angolan MNEs, and 566 to Mozambicans MNEs’ 
inviting them to participate in the online survey and semi-structured interviews. Of 1,282 invitations 
issued (in at least three attempts on different occasions via alternate modes (i.e. via LinkedIn, Twitter 
whenever possible, corporate email and/or introductions), only 29 prospects answered the online survey 
and 26 agreed to meet in person, in Luanda-Angola and in Maputo-Mozambique.  
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Semi-structured interviews, optional to all survey respondents, were digitally recorded and 
conducted face-to-face to the extent possible (12 face-to-face interviews in Luanda-Angola, and 10 in 
Maputo-Mozambique), or over video conferencing using Skype, WhatsApp, or WeChat (two with Angola 
and two with Mozambique) or phone (none, to avoid international calling charges) for a total of 14 
interviews in Angola and 12 in Mozambique. These semi-structured interviews explored the views and 
experience of respondents in greater depth and allowed them to go beyond the constraints of the multiple-
choice survey. In such interviews, they discussed their views on the internationalization mode and process 
of their MNEs. This method of in-depth, phenomenological interviewing (Seidman, 2006), provided an 
opportunity to gain greater insight into the language, data, and stories of the survey population targeted, 
including senior management officials and decision-makers from MNEs in Angola and Mozambique, as 
ways of knowing and understanding the issue and context involved in the internationalization process of 
their MNEs.  
The first focus was on their life history, on their professional background, how they joined the 
company, and how they began to contemplate the possibility of expanding abroad, to set their context 
within the object of research. The second focus was on the details of their experience internationalizing 
their business beyond their country’s border, the advantages they saw, their challenges, the disadvantages, 
how they perceive the internationalization process, their concerns, etc. The third focus was on the 
reflection of the meaning, addressing the intellectual and emotional connections of the interviewee and 
the effects of the internationalization process on themselves, their staff, and their company as a whole. 
The intent of the emic approach is to investigate how local interviewees think (Kottak, 2006), how they 
perceive and categorize the world, specifically how they select a target country for internationalization, 
the learning, experience and networking process (Uppsala), the role of culture, governance, geography, 
economy (CAGE), Dunning’s OLI, and their own personal rules for international behavior, what has 
meaning for them, and how they imagine and explain things.  
While there are benefits to this method of in-depth qualitative analysis, the reader should not 
specific limitations of this form of research. First, this study investigates only MNEs from Angola and 
11 
 
Mozambique, which limits the generalizability of the findings. Second, this study does not seek to elicit 
personal views of senior management from Angolan and Mozambican MNEs’ regarding ongoing political 
issues effecting the internationalization strategies, their experience and day-to-day activities. Rather the 
study is intended to analyze and reflect the experiences and perspectives of the population surveyed solely 
with regards to internationalization process, its catalysts and challenges. Finally, while the 
internationalization of LAMNEs is subject to various geo-political and socio-economic aspects, as well as 
target countries’ economic, political and trading policies that may impact these internationalization 
strategies at a macro and micro economic levels, the data collected—for reasons previously described—
was directed only at the selected population surveyed.  
Results of the Study 
Online Survey 
Approximately 52 percent of the respondents interviewed in the survey indicated their enterprise 
employed 21-200 people, 31 percent indicated 0-20 employees and 3.4 percent had more than 500 and 
1000 employees respectively. These results indicate that the great majority (83%) of MNEs interviewed 
in Angola and Mozambique are very small enterprises, with less than 200 employees and a third of them 
with less than 20. The data is in line with the literature as, per Fjose, Grunfeld and Green (2010), 
indicating that more than 95 percent of all enterprises are characterized by small SMEs with less than 200 
employees. 41 percent of enterprises represented in the survey were in the professional service industry, 
followed by banking (27.5%), and manufacturing (14%). Another four percent of respondents indicated 
other industries not listed, such as medical diagnostics, web portals, distribution, and telecommunications 
infrastructure. 
Surprisingly, the great majority of respondents, 76 percent, indicated prior experience with 
international markets. Only 14 percent of them did not have any experience, and one respondent did not 
provide an answer. Although surprising, the data is supported by the few reports on increasing OFDI from 
frontier markets (World Bank, 2011; Sauvant, 2008; Marinov and Marinova, 2012). These reports suggest 
that South-South FDI flows have been particularly important for Sub-Saharan Africa and frontier markets. 
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When asked if their enterprise had a presence outside of their country or if it was planning in 
doing so in the next six months, about 82 percent of the respondents indicated having internationalized 
into another country in Africa and 33 percent indicated internationalization had taken place into more 
than one country on the continent. The European and Asian regions were the second most preferred 
destinations for these LAMNEs, with about 30 percent already having a presence in Europe and about 22 
percent in Asia. About 14.8 percent already had presence in more than three countries in Africa. From the 
pool of respondents, very few had not internationalized yet. Three others had expanded abroad to Oceania 
region (Australia). 
To better understand the economic factors when evaluating a new international market to enter, 
respondents were asked whether they considered the three economic factors (per capita income, per 
capita consumption of products in their industries, and differences in consumer incomes), and then rank 
them (from irrelevant to very important) by relevance to their internationalization process. According to 
respondents, the most important factor when evaluating a new market was the per capita consumption of 
products in their industry, which scored 4.1, out of a maximum of 5. The other two factors, per capita 
income and differences in consumer incomes scored 3.7 and 3.5 respectively. While per capita 
consumption of products in their industry makes sense, a comment made by a respondent (the only 
comment), was surprising, as it seems to focus on the bottom of the pyramid (BoP). Karagozoglu and 
Lindell (1998) show that opportunities in foreign markets, including BoP, and inquiries from international 
buyers were the top two motives for internationalization, as well as insufficient domestic sales compared 
to R&D costs. While these results do not support the theory, it is worth investigating further.  
Survey respondents were, therefore, asked to consider the differences in cost and quality of 
several resources, whether they considered them when evaluating internationalization into a new market. 
They were asked to rank these factors on a scale of 1-5 (1=irrelevant to 5=very important). Responses 
suggest the most important resources when evaluating entry into a new market are information or 
knowledge or the market (score of 4.2), closely followed by infrastructure (4.1), and human resources 
(4.0). Respondents seem not to be too concerned about natural resources, possibly because most of MNEs 
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from this sample were in the service industry or exporting to new markets, thus, not dependent to the 
natural resources of that market. 
Dunning (1993) explains these market seekers are mainly interested in investments in foreign 
markets to promote or exploit new markets, either because of the sheer size of the market or an expected 
growth of the same, which may explain the low importance for the market’s natural resources. Products 
and services may have to be adapted to tastes, needs and trends in a market. A direct presence in a local 
market may be necessary, as companies that are not close to markets may have a disadvantage in adapting 
services and goods. These factors may explain the importance of the three higher ranked factors. The 
rational becomes more evident when analyzing the details of the ranking process, where all factors were 
ranked important by 40-59 percent of the respondents, whereas natural resources was only ranked 
important by 15 percent of the respondents.  The responses to this question also suggest these MNEs are 
not predominantly resource seekers, as described by Dunning (1993), as they do not seem to be investing 
abroad to obtain resources.  
Human resources ranked third in relevance and appears to be as important as the other two main 
factors. This may suggest that the surveyed MNEs are in search of cheap and unskilled (or semi-skilled) 
labor, as it is an important activity for many MNEs trying to minimize costs and maximize profits. For the 
strategy to be successful, however, this labor force should be well motivated and exist in large numbers 
(Dunning, 1993). 
Regardless of resource motivators, another category outlined by Dunning (1993) focuses on 
efficiency, as these resources, whatever nature they assume, must be able to be used or deployed 
efficiently. The purpose would be to rationalize structures of established OFDI in order to gain from 
common governance, which often can be achieved through economies of scale and scope and risk 
diversification. Therefore, if these LAMNES are efficiency seekers, interested in internationalization as a 
way of gaining from the differences of factor endowments, cultures, institutional arrangements, and 
economic systems etc., administrative factors are very important to be considered. 
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When considering such administrative factors, respondents were asked to rank on a scale of 1-5 
(1=irrelevant to 5=very important) how important the absence of shared political association, political 
hostility, government policies, and institutional weakness were to their evaluation of entry into a new 
market. Respondents seem to agree that the most important administrative factors when evaluating entry 
into new markets are existence of political hostility (score of 4.3 out of 5), closely followed by 
government policies (4.0), and institutional weakness (4.0). Respondents did not seem to be too 
concerned about the absence of shared political association, suggesting they were indifferent to the form 
of government if it did not impair their ability to conduct business in that market. The argument seems to 
be reinforced when analyzing how important these administrative factors were, whereas responses 
suggests they were very important, much more so than considerations such as cost and quality of 
resources. One responded provided a comment that helps understand this point: 
Our organization mainly works with the private sector; therefore, government policies have a 
bearing on how we structure investments but not very critical in the overall running of projects. 
 
Respondents appear concerned with the effectiveness of their internationalization strategy, which 
understandably is very important since these LAMNEs are characterized by low level of resources, in 
particularly financial and human resources. Such effectiveness concern is supported by the second 
network investment principle (Chen et al., 2004). The effectiveness principle deals with how a network 
actor can focus on preserving and enriching the primary existing network relationships, and political 
hostility can be a major threat, as well as government policies (or lack of thereof), and to a lesser extent 
institutional weakness.  
These factors all impair the ability of networks to be effective, as primary relationships are 
essential for the profitability of the focal MNE and are more important than secondary relationships that 
can only be focused upon after dealing with the primary ones. Hence, Harris and Wheeler (2005) argued 
that the best foundations on which to build an internationalization strategy are to build strong 
interpersonal relationships with counterparts in the target markets abroad. These relationships can provide 
and help to develop knowledge, understanding, visions, and plans for the internationalization of the 
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enterprise. Further, through cooperative arrangements, these relationships can provide the means and 
mechanisms by which such internationalization efforts may be effective. Additionally, Kingsley & 
Malecki (2004) go as far as stressing the importance of informal networks in the case of small and young 
MNEs. 
Geographic factors are also very important in the internationalization process. The physical 
distance between trading partners, size of the country, differences in climates, nature of infrastructure (i.e. 
transportation, telecommunication, roads, rail, ports and airports, etc.), and information networks must be 
considered. Geographic distance when it comes to internationalization should be considered as absolute, 
in terms of the miles or kilometers that separate an MNE from another market or supplier.  
Survey respondents were asked to rank geographic factors when evaluating entry into a new 
market, on a scale from 1-5 (1=irrelevant to 5=very important). They ranked physical remoteness as 
important, with a score of 3.9, followed by weak transportation or communication links (3.7) as the most 
important factors to consider in this category. Size of the country was of lesser importance, ranking 3.3. 
Lack of sea or river access and differences in climate seem to be of much lesser importance to them, 
ranking it as not so important, scoring 2.7 and 2.3 respectively. 
Researchers (O’Grady and Lane, 1996; Ghemawat, 2001; Tihanyi, Griffith and Russell, 2005; 
Quer, Claver and Rienda, 2007; Lee, Shenkar, and Li, 2008; Malhotra, Sivakumar, and Zhu, 2009; 
Bräutigam and Tang, 2012) have identified significant cultural differences among countries, and 
distinctive cultural distinctions are particularly importnat on the dimensions of power distance, 
uncertainty avoidance, individualism, predominant values, and long-term or short-term orientation. As a 
results, such factors are then very important to be considered when internationalizing. Survey respondents 
were asked to consider the influence of cultural factors when evaluating entry into a new market; different 
language had the highest score of 3.2, denoting an important aspect of internationalization, but 
surprisingly, not a very important one (score of 4-5). Almost identical scores were given to different 
ethnicities and different social norms, which scored 2.9 and 2.8 respectively indicating they are not so 
important to the internationalization process. The aspect of different religion was of even lesser concern, 
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scoring 2.3. Differences along these dimensions often have a negative effect on cross-border interactions, 
although at times differences along a limited subset of CAGE can encourage rather than discourage such 
interactions. 
Even though the positive answering ratio of respondents when considering cultural factors was of 
some importance, available research (Ghemawat, 2001; Quer, Claver and Rienda, 2007; Malhotra, 
Sivakumar, and Zhu, 2009; Bräutigam and Tang, 2012) shows that cultural distance, on the other hand, 
shapes consumers’ product preferences and should be a crucial consideration for a consumer goods or 
media company, although it would be a lot less significant for a cement or steel business. Lastly, when 
asked about the mode of entry adopted by the respondent’s MNE when internationalizing, a significant 
majority of them, 53.5 percent, opt for joint venture investment, followed by merging and acquisitions at 
35.7 percent.  Other significant modes of entry included Internet/Web B2B (25 percent), direct export and 
FDI (17.8 percent respectively), international contracting and management and Internet/ Web B2C (14.2 
percent). The least internationalization mode strategy used by respondents was indirect exports and other, 
both scoring 7.1 percent of the total of strategies used. 
The born global category is a collection of recurring themes throughout the interviews, which 
identifies the MNEs’ structure, its characteristics, challenges, and perceived competitive advantages for 
expanding abroad. The internet category provides the main recurring themes that arise during the 
interviews as to the main resources, tools and strategies chosen during the process of internationalization. 
The mode of entry category identifies, in order of preference, the most recurring themes as to how these 
MNEs chose to internationalize.  
The top five preferred modes of entry for these MNEs surveyed/interviewed were: 
• Joint venture, 53.5 percent;  
• E-business, 25 percent; and e-commerce, 14.2 percent; totaling 39.2 percent 
• Mergers and acquisitions, 35.7 percent 
• Direct, 17.8 percent; and indirect, 7.1 percent; totaling 24.8 percent, and 
• Greenfield, 21.4 percent. 
 
17 
 
These MNE’s executives were also influenced by external events to some extent, such as global economic 
conditions, the size of their industry or sector, the professional know-how and staff of these MNEs, or 
geopolitical aspects. Many senior managers interviewed were not fully aware of their internationalization 
long term goals and the challenges that may lay ahead, and how these obstacles may influence their 
ability to succeed in a foreign market. Some have never been abroad or were not aware of any country 
profiling, internationalization processes, or mode of entry strategies. Such realities are in line with basic 
assumption of internationalization models, whereas the lack of knowledge about foreign markets is a 
major hurdle to the process. But all too often barriers can be overcome through learning about foreign 
market conditions. The MNE’s own operations are the main source of this type of learning. Since the 
great majority of MNEs interviewed in Angola and Mozambique were young, the assumption that these 
enterprises were learning-by-doing (Lindblom, 1959; and Johnson, 1988) very much applies.  
Typically, investment decisions and actual investment commitments to internationalize tend to be 
made incrementally to reduce uncertainty (Athreya and Kapur, 2009). However, that does not seem to be 
the case for Angolan and Mozambican MNEs. Overall, they seem to have followed a pattern a) they were 
created with the purpose of becoming international (the born global concept), b) seem to have relied on 
external resources to launch themselves into international markets mainly resorting to electronic and 
virtual resources such as the Internet, social media and professional online communities, as well as 
reaching their customers and getting paid, and c) for the most part they did not enter foreign markets 
alone, relying on modes of entry that benefit from joint ventures and partnerships, M&A, and e-commerce 
and e-business. A few of them followed more traditional venues such as direct export, Greenfield, and 
FDI/OFDI. 
Semi-structured Interviews 
During the interviews, there were several different motives behind internationalization of MNEs 
from Angola and Mozambique, indicating a diversified approach to their internationalization. But 
invariably, one of their most frequent motivations to expand abroad was to gain access to new and larger 
markets in order to achieve growth. These MNEs are expanding the market for their products and services 
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by exporting or creating subsidiaries or joint ventures abroad. Many of the MNEs interviewed had 
expanded abroad to have access to know-how and technology in order to remain competitive and to 
reduce risk within their local markets.  
Each of the MNEs interviewed had adopted a proactive factor to internationalization, which was 
evident in the online survey and confirmed through the interviews. These MNEs, from both countries, 
chose to internationalize through internal means. They were interested in exploiting exclusive ideas and 
core competences, and to take advantage of the many opportunities that international markets, especially 
in SSA had to offer. The senior management of these MNEs demonstrated a desire, drive, enthusiasm, 
and commitment to the international market and motivation, despite all the challenges of being from a 
frontier economy and all the difficulties it brings.  
Overall, the analysis of the data gathering from the MNEs interviewed suggests that these MNEs 
for the most part, except a few of them such as Sonangol, Angola Cables, Banco BAI, Banco BNI, and 
G4S, have the characteristics of a born global, or an INV. Most of the senior management, many 
founders, that were interviewed had previous experience of international business activities. This prior 
experience enabled them to internationalize with a reasonably fast pace, with significant resource 
commitment during the initial stages of internationalization. However, compared with 
internationalizations from AE and EE, such resources were much lower.  
When considering the combined internationalization theories from the proposed framework used 
for this research, it seems that network theory can explain many aspects of the internationalization 
process, to the point it may have created a need to update pre-existing internationalization theories. In all 
cases, older theories, in line with Hollensen’s (2007, p. 75-81) arguments, may no longer be sufficient to 
describe the internationalization process, especially for frontier MNEs.  
Strong Reliance on Alternative Governance Structures to Access Resources 
Due to the economic nature of frontier markets, scarcity of resources and power were typical of 
MNE’s interviewed. Larger corporations such as Sonangol, Banco BAI, and Banco BNI in Angola, and 
OLAM, EcoBank and Norfund in Mozambique, and four other SMEs that asked not to be identified did 
19 
 
not indicate scarcity of resources of power. Thus, for the most part, the MNEs interviewed commonly 
lacked sufficient resources to control many assets through ownership, causing them to internalize, or own, 
a smaller percentage of the resources essential to their survival than do mature MNEs.  
The majority of interviewees felt that to preserve resources, and therefore remain competitive as 
they internationalized, there was a strong need to develop network structures, which is discussed in more 
detail later. All MNEs interviewed, except for the large ones mentioned earlier, relied on networks and 
depended on the social (e.g., informal) control of behavior through trust and moral obligation, instead of 
formal contracts. In all cases, except for the large MNEs, collaboration took precedence over opportunism 
because business and personal reputations were at stake, which could have greatly impacted economic 
growth beyond business transactions.  
Challenges with Established International Locations 
The establishment of an international location is at the core of any internationalization strategy. 
At least eleven of the interviewees internationalized because they identified advantages in transferring 
some convertible resources (e.g., final products, knowledge or expertize, intermediate products, etc.) 
through international borders to be combined with an immovable, or less mobile, resource or opportunity, 
such as raw material, or a differentiated market. In fact, all MNEs interviewed had a presence in at least 
one foreign market, while a few of them were present in more than two. There was however variance in 
their level of success, and growing their presence and business in those markets. 
While most MNEs conducting business abroad face many challenges, EE and FE MNEs face 
even more due to lack of their own resources. For FE, and the LAMNEs interviewed from Angola and 
Mozambique, the resource limitations were greater, and therefore, conducting their business transactions 
abroad had certain disadvantages. Among those worth citing were governmentally instituted barriers to 
trade and an incomplete understanding of laws, language, and business practices in foreign markets 
(anticipated by CAGE). While MNEs from AE and EE have often relied on the advantages of scale to 
overcome such obstacles, the great majority of interviewed MNEs are dealing with much greater 
challenges.  
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To counterbalance these challenges, all MNEs interviewed seem to have a unique differentiator 
that they could capitalize. Their know-how and private knowledge was the most identifiable strategy to 
mitigate the barriers they face in internationalizing. It appears that the great mobility of knowledge 
enables MNEs in Angola and Mozambique to succeed abroad, especially among other Lusophone 
markets. They are able to effectively produce and localize such knowledge or know-how in the new 
market. In addition, the majority of the MNEs (11) interviewed, are taking advantage of modern 
communication infrastructures and the valuable knowledge, or know-how to reproduce in other markets 
abroad. The services they provide, for the most part, are travelling literally at the speed of light at 
marginal cost, without their need to physically travel abroad, move physical goods or raw materials across 
borders, or even having to deal with currency exchanges, as transactions can be done virtually, via Paypal, 
credit cards, and other methods. For example, Jobartis’ Luis Verdeja, in Angola, explained that he relies 
almost 100 percent on the Internet for the services he offers. He pays its suppliers and gets paid for his 
services primarily electronically. Although he has an office in Madrid, Spain and the headquarters in 
Luanda, his reliance on the physical exchange of currencies to pay his suppliers or get paid, is minimal. 
The same is true for TrillMoz, in Mozambique, which relies on Facebook to acquire all its customers, 
showcase its products (fashion apparel), and sell it over the Internet. They are paid via Paypal or Western 
Union.   
Mymobil/Mobitel’s mobile applications is another example from Mozambique. Per Rui Coutinho, 
its co-founder and CEO, the development of their software, took some time and investment, but once 
developed they began using and selling it in Vietnam and Australia, sold (copies of it) and used at 
infinitum with insignificant additional costs and increasing revenues. Mymobil/Mobitel’s knowledge and 
expertise can now be combined with less mobile resources in multiple countries (e.g., smart phone 
factories where the mobile software is needed). The same is true for Jobartis, which is redeploying their 
expertise in the job placement market to the educational sector with a product / company Educartis. Thus, 
the innovation, know-how and private knowledge of these MNE’s is creating differentiation and yielding 
cost advantages that beat the advantages of indigenous enterprises in many countries simultaneously. 
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In Angola, the Community of Exporting and Internationalization of Angolan Companies 
(Comunidade de Empresas Exportadoras e Internacionalizadas de Angola –CEEIA) is an important 
resource to help MNEs and those enterprises in the process of internationalization provides unique 
support to exporters and those venturing abroad. Unfortunately, several MNEs interviewed were not a 
member. In Mozambique, there is no single organization to assist enterprises in their internationalization 
process. 
Control Over Unique Resources 
The first three themes under this category of born global may define the apparent necessary 
conditions for the drive and relative great success of these interviewed MNEs. This is especially so 
considering all odds imposed by the local economy and domestic markets in Angola and Mozambique. 
Several interviewees informed that they have been able to internalize some transactions, and to find ways 
to overcome the disadvantages of their local markets by intensive use of alternative transaction 
governance structures. They have also been able to differentiate themselves through the control of unique 
resources, such as innovation, know-how and proprietary knowledge, exerting some advantage over 
indigenous enterprises in the international markets they now have a presence. However, these strategies 
are not sufficient conditions for them to be able to sustainably maintain their competitive advantage in 
foreign markets.  
Sustainable competitive advantage for any MNE requires that its resources be unique (Barney, 
1991). Unfortunately, for any knowledge-based MNE, knowledge is at least to some degree a public 
good. One interviewee from Angola informed that the easy dissemination of such know-how or 
knowledge threatens their rent-earning opportunity because this unique know-how may not remain unique 
for too long. Thus, the ability to reproduce and move such know-how and innovative products and 
services at nearly zero marginal cost, is a simultaneously beneficial and troublesome property. These 
MNEs must limit the use of its know-how by competitors across the globe for it to have commercial 
value. During the interviews, a recurring theme was the lack of mechanisms to protect such services or 
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products. As informed by an MNE interviewed in Angola, patent protection is not much respected in 
Africa, which presents a major challenge for their business abroad. 
Modes of Entry 
Both the survey and the semi-structured interviews revealed that the predominant modes of entry 
for these 24 MNEs were joint ventures and international partnerships, e-business and e-commerce, 
mergers and acquisitions, direct and indirect exports, and Greenfield.  
Joint ventures and international partnerships 
For this study, and as defined by the MNEs interviewed, a joint venture is an entity formed by 
two or more independent enterprises working together, where the enterprises agree to join together 
sharing revenues and costs, as well as the control of the new enterprise. From the respondents that 
answered the survey, 53.5 percent indicated to have chosen joint venture as their mode of entry into 
foreign markets. During the interviews, fifteen of the twenty-four interviewees also confirmed their 
preference for such mode of entry, making joint venture the preferred mode of entry for these MNE’s 
from Angola and Mozambique. Mozambican MNE MyMobil was able to enter Australia, for example, 
due to a joint venture with a potential competitor from Vietnam, Movitel. Its co-founder and CEO, Rui 
Coutinho, explained that the two enterprises, together as one, were able to enter the Australian market and 
share the risk. They eventually established yet another joint venture with a local, and potential competitor 
there, Mobitel, which during the time of the interview was in the process of merging and becoming 
MyMobil/Mobitel.  
E-business and E-Commerce internationalization strategies 
Another theme among the MNEs interviewed in Angola and Mozambique was the use of e-tailing 
as an entry mode when internationalizing. 38.2 percent of the survey respondents indicated to have 
chosen e-business (B2B) and e-commerce (B2C) as their preferred mode of entry for internationalization. 
During the interviews, eleven of the twenty-four interviewees also confirmed their preference for such 
mode of entry, making B2B/B2C the second most preferred mode of entry. In this study, e-tailing is being 
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defined by interviewees as did Fiore (2011), as “a company that has opened a storefront on the net.” E-
tailing has grown to be a vital part of the world economy, targeting both B2B and consumers B2C.  
The internationalization of internet-based MNEs is accelerating (Luo, Zhao and Du, 2005). Huge 
globally active e-tailers such as Amazon with country specific websites in 13 countries (Amazon.com Inc, 
2014) had a market cap of almost 183 billion USD on January 17th 2014 (Bloomberg, 2014). The 
German fashion e-tailer Zalando entered the Swedish market in 2012 and is now backed with major 
investments from successful traditional fashion retailers like the Bestseller Group and investment giant 
Swedish Kinnevik, who owns 37 percent of Zalando (Mentor Communications AB, 2013).  
Many of the MNEs interviewed, while not aware of the promising growth data such as that of 
Amazon are betting on e-commerce and e-business (B2B/B2C) strategies as a path to internationalization. 
An interviewee from Angola explained that when they decided to use e-commerce as an 
internationalization entry mode into Spain and other Lusophone countries, the deciding factor was the 
cheaper and more effective way provided by the strategy to reach those markets. While Trillmoz, in 
Mozambique, one of the smallest MNEs interviewed, explained that developing an e-commerce (B2C) 
strategy was the cheapest and most effective solution to enable them to be in various Lusophone countries 
at once. They chose to focus their business offerings on Facebook. A third interviewee from Angola 
explained his enterprise’s choice for an e-commerce internationalization entry based on the ease to 
quickly change their current strategy to adapt to market conditions.  
Merging and Acquisitions 
Mergers and acquisitions (M&A) seem to be the third most preferred mode of entry for the MNEs 
that participated in this study. 35.7 percent of survey respondents preferred this mode. Ten of the twenty-
four MNEs interviewed indicated M&A as their choice of internationalization strategy. An enterprise can 
undertake FDI in a host country in one of two ways: as Greenfield investment in a new facility, or 
acquiring or merging with an existing local enterprise. In a cross-border merger, the assets and operation 
of the two enterprises belonging to two different countries are combined to establish a new legal entity. In 
a cross-border acquisition, the control of assets and operations is transferred from a local to a foreign 
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company, the former becoming an affiliate of the latter. Three of fourteen interviewees in Angola 
indicated that they opted for a merger with smaller enterprises at the target market abroad, instead of a 
Greenfield investment, because the fixed cost of Greenfield investments was always larger than the 
merger cost.  
Direct and Indirect Exports 
Exporting has been traditionally regarded as the first step to entering international markets, 
serving as a platform for future international expansions (Kogut and Chang, 1996). It is the most used 
entry mode strategy for small and medium MNEs because of the lack of resources (Dalli, 1995) and 
certain degree of market knowledge and experience (Root, 1987). There are direct and indirect 
approaches to exporting to other global markets. Direct exporting is straightforward, where the MNE 
makes a commitment to market overseas on its own behalf. The motives for MNEs to choose 
direct/indirect exports as a mode of entry is varied. 17.8 percent of the respondents preferred direct 
exports, and 7.1 percent preferred indirect exports as a mode of entry, making this mode the fourth most 
used by the MNEs of this study when entering a foreign market. A large MNE interviewed in Angola 
argued they chose direct export as their internationalization mode to maintain better controls over their 
brand and operations. Another interviewee in Angola offered a different alternative to exporting as an 
entry mode, explaining that they chose indirect exporting because they could not afford to do it directly 
due to the complexities of logistics and higher costs.  
Greenfield 
21.4 percent of the respondents indicated having chosen Greenfield as their mode of entry into 
foreign markets. Six of the twenty-four interviewees also confirmed their preference for such mode of 
entry, making Greenfield fifth most preferred mode of entry when internationalizing. There are two ways 
to gain internationalization by using this entry mode. The first one is by setting up a new operation in the 
host country, often referred Greenfield venture, or it can acquire established firm in the host nation and 
use that firm to promote its products (Hill, 2007). A large MNE from Angola explained Greenfield was 
their preferred mode of entry into South Africa because they want to maintain control over their overseas 
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operation, while  another large MNE in Mozambique indicated that due to the nature and large size of 
their business, the only suitable choice for entering foreign markets was Greenfield, although they had 
tried brownfield unsuccessfully.  
Conclusion 
The online survey and semi-structured interviews conducted produced data that allow some 
conclusions to be drawn regarding the internationalization modes of LAMNEs, specifically from Angola 
and Mozambique. Consistent with the literature (Anderson, and Gatignon, 1986; Okoroafo, 1990) the 
findings show the main reasons these LAMNEs internationalized were for profit, expansion, market 
opportunity and to achieve growth, taking advantage of OLI framework, mainly location and 
internalization advantages. 
A surprise in this study was the realization that all LAMNEs studied had several similarities in 
their internationalization process, although the MNEs were not the same. Despite the fact they were based 
in two distinct countries, with same language, they have very different economies and political structure, 
and some of the MNEs in the group, such as Sonangol, Banco BAI and Banco BNI in Angola, and 
EcoBank and OLAM in Mozambique, are very large compared to the rest. Essentially, all of them 
decided to internationalize so that they could generate profits, grow or expand their markets, and seek out 
new business opportunities. Another major similarity was their level of motivation, which is a very 
important factor for enterprises seeking to internationalize, especially considering the overall lack of 
resources, distinctive of a frontier market; without motivation, there would not be any accomplishment. 
Lastly, while psychic distant is not relevant for the typical born-global enterprise, and while most of the 
MNEs studied did display characteristics of a born-global MNE, many of them prefered to 
internationalize into countries where they could find comparable culture and environment.  
The study findings also indicate that both Angolan and Mozambican enterprises considered 
domestic market position to be important even if they were categorized as born global, as some of the 
interviewed MNEs did. While for typical born global MNEs psychic distance is not as important, the 
great majority of the LAMNEs from this study, 20 out of 24, still preferred to internationalize starting 
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with the foreign markets that provided low psychic distance, more specifically to other Lusophone 
countries in Africa, to Portugal, and to Brazil. In contrast with the typical born global MNE, which tend 
to accumulate high volume of sales from international markets with reasonably high degree of resource 
commitments in those markets, this was not the case for the Angolan and Mozambican MNEs, even when 
considering those that chose e-commerce/e-business (B2B/B2C) internationalization modes, as there was 
no evidence that they considered any strategy formulation or internationalization process to be that 
important. They basically just went abroad. 
Preferred Internationalization Modes 
The internationalization entry modes of these LAMNEs, the overarching focus of this study, 
differed in degree of risk perceived, the control and commitment of resources required and the return on 
investment (ROI) that was anticipated. Of the two main types of entry modes, equity, which includes joint 
venture and wholly owned subsidiaries, and non-equity, including exports and contractual agreements 
(Peng, 2008), equity was by far the most preferred choice. Most the MNEs studied, 89.2 percent, 
preferred equity mode, while the remainder 10.8 percent adopted a non-equity internationalization mode 
of entry.  
From those MNEs that chose equity mode, as analyzed in chapter four, 53.5 percent sought out 
joint ventures with the objective to enter a new market, share risks, technology and joint product 
development, and to better conform to government regulations. Other benefits included political 
connections and distribution channel access that may depend on relationships, as anticipated by the 
literature (Foley, 1999).  
The remaining 35.7 percent of the MNEs pursued M&A opportunities. At the outset, inorganic 
growth mode of M&E seem to have been the motivation of such strategy, which is corroborated by 
organization and strategy literature (Gorton, Kahl, and Rosen, 2009; Perez-Batres and Eden, 2008; 
Weston, Chung, and Hoag, 1998). In the case of these studied MNEs, these mergers seem to have occured 
due to economic, regulatory and technology shocks in their domestic markets, Angola and Mozambique, 
which is also supported by the literature (Coakley, Fu, and Thomas, 2010; Gugler, Mueller, and 
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Weichselbaumer, 2012). In the case of MyMobil/Mobitel of Mozambique, for example, the key drivers 
were market and efficiency motived, as well as taking advantage of undervalued target during bad times. 
Another major internationalization mode adopted by theses LAMNEs was B2C/B2B strategies, 
which seems to have been driven mostly by a) the relative easiness of entering a foreign market compared 
to other internationalization modes; b) speed of implementation, as it is faster to enter a new international 
market in this way than via conventional brick-and-mortar ways, such as introducing a whole new product 
line, brownfield or greenfield ventures, etc.; c) presence in an already established B2C/B2B market, such 
as those of Europe; d) market reach, as B2C/B2B is able to reach more potential customers; and e) set a 
base for absolute growth opportunities by having the possibility to serve a lot more customers in other 
countries. 
Direct and indirect exports was also one of the preferred ways LAMNEs studied chose to 
internationalize. Analyzing what affects the choice of these enterprises when selecting an 
internationalization mode, they can sell their product abroad by relying on a local intermediary, such as 
trade facilitators or wholesalers, or exporting directly to international parties, or even by setting up a 
production facility to serve the local market, as being closer to consumers means lower marginal but 
higher sunk cost of investments. Based on the data, there is no evidence on sorting to indirect trade from 
home sales only, however strong evidence is found for sorting into direct exporting. Both TrillMoz and 
Tupuca sold mainly to foreign markets, almost on demand. 
The larger LAMNEs mentioned earlier clearly adopted an internationalization entry mode very 
different from the other MNEs interviewed. Unlike its larger counterparts, Jobartis and Tupuca in Angola, 
and TrillMoz in Mozambique intensively capitalized on Internet resources and CoP, arguably, being born 
global, from its inception. Others, such as GS4, MersaDev, Fiberlinks, Proil, MersaGroup, Centrovita, 
Angola Cables, in Angola, and QL Redes, MyMobil/Mobitel, Astertax, and Fiberlinks in Mozambique 
relied on a more staged process and capitalized on internalization advantages, even more so than all other 
MNEs interviewed. These diversities of internationalization modes of entry and their motivations to 
internationalize, especially considering such small sample group suggests at least two factors: first, that 
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LAMNEs are able to successfully internationalize, proving that multinationals are not exclusivity of 
countries in advanced stages of industrialization, such as advanced economies and emerging markets; 
second, that the theories of internationalization modes, which were developed from more traditional 
MNEs, need to be enhanced, at least upgraded, as it has been happening with the Uppsala model, because 
these theories seem not able to explain the international modes of LAMNEs, only partially. It is no 
wonder that the international business discipline has been attracting attention of many scholars such as 
Klaus E. Meyer, Li Dai, Afonso Fleury, Lourdes Casanova, Mauro Guillén, and Ravi Ramamurti, to 
name a few. 
Just like any MNE that seeks to internationalize, the LAMNEs interviewed face a great 
disadvantage, the liability of foreignness, but even more so, of being from a frontier market, characterized 
for lack of business resources and, very important, lack of support for internationalization. In Angola, 
surprisingly enough, CEEIA exists to support internationalization and exports, because of recent 
government directives to motivate the internationalization of local enterprises.  
Additionally, the LAMNEs interviewed suffer from limited access to technology and lack of 
infrastructure in their local markets, Angola and Mozambique. However, as highlighted by several 
scholars (Ramamurti, 2004; 2008; Sauvant, Maschek, and McAllister, 2009; Sethi, 2009), when referring 
to emerging markets multinationals (EMMs), and I’d argue, LAMNEs as well, they have some 
advantages when compared to their competitors in most industrialized countries, namely country-specific 
advantages (CSAs) and firm specific advantages (FSAs). For instance, MNEs from countries rich in 
natural reserve, such as Sonangol in Angola, and OLAM in Mozambique, have easy access to these 
resources; due to the low-cost of labor in Angola and Mozambique, LAMNES benefit from the 
availability of it, whether qualified or not. Each MNE or country owns idiosyncratic characteristics that 
lead to idiosyncratic advantages.  
The MNEs interviewed represented a case, which seems to lie at the intersection of 
internationalization and international entrepreneurism literature centering on opportunity development 
process. The majority of internationalizations in this study didn’t fit the gradual step approach to 
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internationalization, not exactly. For instance, Banco BAI entering Portugal with a high commitment and 
high risk mode, Greenfield, earlier than its rivals exhibited a different internationalization of an LAMNE 
even though the enterprise had no previous experience in operating abroad. 
Consequently, most of these MNEs chose to internationalize through joint ventures.  Differences 
in language and culture and, in the past, the slow speed of communication and transportation channels 
between countries have inhibited the gathering of information about international markets and have 
increased the perceived risks of operations abroad. With a logical explanatory theory and repeated 
empirical confirmation, stage models of MNE development were transformed from descriptive models, 
and were applied prescriptively by consultants, academics, and managers alike (Bartlett and Ghoshal, 
1998, p. 31). Nonetheless, such models do not seem to apply to the LAMNEs interviewed, except again 
for the larger ones, as a few of them chose to mitigate the language and cultural disparities with the use of 
the internet and web technologies, internationalizing through the web (B2B/B2C), and relying of web 
technologies for language co-locations. These theories, it seems, will need review and consultants and 
academics must be aware of such evolutions in LAMNEs internationalizations. 
In addition, Caves (1982) proposed that MNEs must experience an extended evolutionary process 
when he directly contrasted MNEs with "newly organized firms." However, when considering the 
LAMNEs from this study, some contradictions arise. For example, most of the interviewed MNEs seem 
to have skipped important internationalization stages and were involved with unexpected speed in direct 
foreign investments, contradicting the main stream theories of internationalization. This is not an isolated 
case, however, as Welch and Loustarinen (1988) discussed reports of small English enterprises, 
Australian start-ups, and even established Swedish enterprises that had also skipped many 
internationalization stages.  
This study suggests, however, that the emergence of these born global MNEs, as Jobartis and 
Tupuca in Angola, and TrillMoz in Mozambique, presents a unique challenge to the internationalization 
stage theory. Based on the results of this study, it seems, at least in Angola and Mozambique, that there is 
an emerging phenomenon of born global/INV internationalization mode, and that some current theories of 
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MNE internationalization do not describe it well. Most important, it seems, the studied MNEs have 
integrated the traditional MNE concepts of internalization and the location and internalization advantages 
(OLI), with recent entrepreneurship research on alternative governance structures and with developments 
in strategic management on the requirements for sustainable competitive advantage.  
For most of the studied MNEs, except the larger ones, their internationalization occurred at 
inception, largely because competitive forces precluded a successful domestic focus, or because they had 
the support provided by joint venture structures. Their emphasis on controlling rather than owning assets 
seem to be due to resource scarcity in their domestic markets and common among new organizations. The 
results of this study also suggest that empirical investigators interested in born global/INV LAMNE will 
find that it may be motivated in industries where international competition for unique knowledge is a 
dominant characteristic. The MNEs participating in this study can mainly be regarded as market seekers 
and network seekers. The findings also indicate that the respondents in this study were not efficiency, 
resource, nor strategic resource seekers. 
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